The purpose of this study was to examine the extent to which outsourcing in the intercollegiate marketing context impacted the marketing director-rights holder relationship. Using a mixed-methods research design, the researchers sought to examine the issues, antecedents, and empirical consequences associated with outsourcing among rights holders and intercollegiate sportmarketing directors. To first explore the aforementioned relationships, the researchers conducted semi-structured focus group interviews with marketing directors housed within one Division I-A intercollegiate conference (n=16). Adopting a "grounded, a posteriori, inductive, context-sensitive scheme" (Schwandt, 2007, p. 32) and utilizing the method of constant comparison whereby the data were coded and analyzed simultaneously to understand of emergent concepts and their relationships (Glaser, 1965) , the data revealed that the marketing directors perceived outsourcing as crucial and were generally satisfied with their current rights holder (i.e., outsourcing partner). Despite these positive feelings, the directors also expressed some frustration and felt that there existed an "us against them"dichotomy which impeded departmental progress. Overwhelmingly, the respondents felt that the primary solution to their frustrations was to improve the level, frequency, and direction of the existing communication: a finding previously absent from the literature.
Based on the qualitative results we derived two hypotheses for further inquiry. We first hypothesized that overall communication satisfaction would positively influence continuance, affective and normative commitment levels. We also hypothesized that satisfaction with supervisory communication, media quality, and personal feedback would positively influence continuance, affective and normative commitment levels. The Communication Satisfaction Questionnaire (CSQ) was constructed to examine the effects of employee satisfaction with communication processes on organizational commitment. Three dimensions of CSQ (Supervisory Communication a=.93, Personal Feedback a=.84, Media Quality a=.76) assessed communication satisfaction levels. The Meyer and Allen (1991) three component commitment instrument assessed employee commitment levels (Continuance a=.73, Normative and Affective a=.76).
Data were collected via an online survey distribution system using the National Association of Collegiate Marketing Administrators (NACMA) list-serve. After the removal of respondents who's college/university did not outsource, individuals who were employed by an outside agency, and lower level employees (e.g., student assistants, interns, etc.) who may only have limited contact with the outsourcing agency, 188 [male: 131 (69%); female: 57 (31%)] complete questionnaires were utilized in the analyses. Multivariate multiple regression was used to predict the relationship between communication satisfaction and organizational commitment. First, the composite communication satisfaction variable revealed significant main effects on the three outcomes for the multivariate model [R-Square=.35; adj.R-Square=.33; F=11.384; p<.05].
The analysis revealed significant main effects for communication satisfaction on both normative and affective commitment measures, while continuance commitment was not significantly influenced. It is notable that the effect sizes for the overall model were quite large (R-Square=.18 affective; R-Square=.21 normative) indicating that a communication satisfaction was an important predictor of two types of commitment. The second analysis (where the individual factors were regressed) showed that
